Introduction
The advent of the internet has created unprecedented opportunities for businesses of all kinds, including retail banks, to interact with and create sustainable relations with their customers (Jara, Parra & Skarmeta 2014) . Generally, there is acknowledgement among scholars and practitioners that the proliferation of electronic banking (e-banking) services has revolutionised the delivery of financial services across the globe. A number of scholars (Maduku 2016; Nel & Boshoff 2014; Singh & Srivastava 2018; Tran & Corner 2016) share the sentiment that e-banking services provide added value to customers by offering substantial benefits, such as reduced costs to transact, convenience and flexibility. However, despite the penetration of e-banking in South Africa, a trend which has also been noted globally, a sizable number of customers from rural areas still rely on traditional branch-based banking (Mlitwa & Tshetsha 2012; Ramavhona & Mokwena 2016) . This problem can be attributed to a multiplicity of factors, but lack of access to the internet is the main one. For instance, Statistics South Africa (2015) reported that while 16% of households in metropolitan areas had access to the internet, only 1.2% of households in the rural areas enjoyed the same access. The survey further revealed that households were generally more likely to have access to the internet at work than at home or at internet cafés and educational institutions.
Even though e-banking is a widely discussed phenomenon in the literature, there is still a paucity of research predicting attitude formation towards e-banking continued usage intentions in the context of rural customers. Moreover, most of the existing studies in South Africa (see Maduku 2016; Moodley & Govender 2016; Nel, Boshoff & Raleting 2012 ) that have explored the phenomenon of e-banking or its components have been conducted in urban areas. Owing to the mentioned research gap, little is known about attitude formation and its effect on continued usage intentions from the perspective of rural banking customers. Consequently, this study investigates whether attitude is a key predictor of continued usage intentions of e-banking services in rural areas, and what factors drive such attitudes. Attitudes have a significant influence on behaviour,
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Literature review Background on e-banking services
The 21st century has been characterised by rapid use of information technology, which has revolutionised a wide spectrum of working and living environments (Adam 2013; Khater, Almansour & Mahmoud 2016) . Likewise, the trend in the banking industry has been to gradually replace over-thecounter banking with new electronic delivery channels (Yu & Guo 2008) . Particularly since the early 1990s, many banks have started to embrace electronic technology, in order to make banking easier for customers (Maduku 2013) . In the year 2000, about 80% of the banks in the United States of America (USA) were already offering e-banking services, and customer use of these services was slowly growing. The Bank of America became the first bank to top 3 million online banking customers, more than 20% of its customer base, in 2001 (Keivani et al. 2012:63) . In South Africa, e-banking has gradually taken off since 1996, and consumers have been attracted to the convenience, safety and lower costs of these services (Redlinghuis & Rensleigh 2010:2) . According to Singh (2004:190) , ABSA was the first bank to offer online services, followed by Nedbank. Standard Bank, First National Bank and Mercantile Bank followed suit. Since then, South Africa has been recording gradual penetration in usage of e-banking services. For instance, a report compiled by World Wide Worx (2004), cited in Brown and Molla (2004) , indicates that the number of online bank accounts in South Africa passed the 1 million mark towards the end of 2003, with an average annual growth of 29%. Worth noting is that numbers of e-banking customers have been increasing over the years. For instance, the 2015 FinScope consumer survey on financial services indicates that smartphones were the most used communication devices; 40% of the respondents used a banking app and 29% used cell phone banking to manage their finances (FinScope South Africa 2015:5) . The question, however, is whether customers intend to continue using e-banking services, and what the determining factors are for such intentions.
Theoretical basis and operationalisation of the model constructs
This study was theoretically anchored by Davis' (1989) TAM. The overarching principle behind the TAM is that it specifies a basis for discovering the influence of external variables, such as perceived usefulness and perceived ease of use, on internal beliefs, namely customer's attitudes and intentions (Maduku 2016) . The TAM has been found to be the most useful and robust model to explain and predict acceptance and use of technology. However, the challenge concerning the TAM is that researchers have overlooked essential determinants of decisions and actions, and have turned a blind eye to inherent limitations in the TAM (Bagozzi 2007) . In spite of wide acknowledgement of the TAM as an influential theoretical lens to study technology adoption and usage behaviour, there has been little effort to consider certain marketing factors that can help to enhance customers' attitude towards technology adoption and continued usage behaviour. A study conducted by Wahab et al. (2009:124) revealed that customer relationship management performance significantly influences e-banking adoption. Wahab et al. (2009) recommended that future studies should consider integrating customer relationship management performance in research of e-banking adoption behaviour and usage behaviour. Accordingly, two essential ingredients for building customer relationships, namely relationship trust and relationship commitment, are integrated with the traditional salient TAM beliefs about technology, namely perceived usefulness and perceived ease of use. Relationship trust and relationship commitment were identified because the success of a business relationship lies in the development and growth of trust and commitment among partners (Berndt & Tait 2014:29) . Perceived price value was also added in the study, because price plays a key role in shaping customers' attitude towards products and services (McDaniel, Lamb & Hair 2006) . In this study, e-banking attitude is operationalised as the main predictor of e-banking continued usage intentions among rural banking customers. The hypothetical model of the study is shown in Figure 1 .
The research model depicted in Figure 1 postulates that e-banking continued usage intentions are predicted by customers' attitude towards e-banking continued usage intentions, while e-banking attitude is driven by salient 
Relationship trust and relationship commitment
The commitment-trust theory of relationship marketing (Morgan & Hunt 1994) maintains that relationships exist through the retention of trust and commitment. Thus, when both of these are present, not just one or the other, they can produce outcomes that promote efficiency, productivity and effectiveness. For this reason, relationship commitment and relationship trust are considered essential ingredients for building successful customer relationships. Hence, the two are often discussed together in the relationship marketing literature (see Berndt & Tait 2014; Egan 2011; Morgan & Hunt 1994) , with few scholars mentioning one without the other. Hence, the same precedent will be followed in this study. Berndt and Tait (2014:29) define trust as the willingness to rely on an exchange partner in whom one has confidence. This means that for retail banks, building trust is done to ensure that customers will stand behind their promises regarding e-banking services. Commitment is the belief that the importance of a relationship with another is so significant that it warrants maximum effort to maintain it (Buttle 2009 ). Commitment and trust lead directly to cooperative behaviours, which are conducive to relationship marketing success (Berndt & Tait 2014) . As such, the following hypotheses regarding relationship commitment and relationship trust are posited:
H1: Relationship commitment is positively related with e-banking attitude.
H2:
Relationship trust is positively related with e-banking attitude.
Perceived price value
In its narrowest sense, price can be defined as the amount of money charged for a product or service, but more broadly, price is the sum of all the values that customers give up in order to gain the benefits of using a product or service (Kotler, Armstrong & Tait 2010) . Accordingly, McDaniel et al. (2006) argue that price may also be the time lost while waiting to acquire goods and services. In the retail banking context, for instance, price may be the time spent by banking customers in long queues when traditional branch-based banking is preferred to e-banking. Marketers grapple with the challenge of setting reasonable prices, in particular owing to a wide range of pricing strategies, to maintain customer patronage; as such, the concept of price has long been an area of interest among scholars (Ali, Amin & Ryu 2015; Kotler et al. 2010; Lamb et al. 2015; McDaniel et al. 2006) .
Despite price being an important predictor of consumer behaviour, not much research has been conducted on its impact in predicting e-banking continued usage behaviour and intentions. For the purposes of this study, we posit that perceived price value positively affects consumers' attitude towards e-banking continued usage behaviour, because customers have to bear the costs associated with the purchase of devices and services (data). The proposition is consistent with Venkatesh, Thong and Xu (2012) , who proposed and tested integration of price value to address the cost issue of technology use in consumer settings. As such, the following hypothesis is posited:
H3: Perceived price value has a positive effect on customers' e-banking attitude towards continued usage intentions.
Perceived ease of use and perceived usefulness
According to the information systems (IS) literature, customers' attitude towards e-banking has been proven to be determined by two salient beliefs, namely perceived ease of use and perceived usefulness, in South Africa (Maduku 2016; Nel et al. 2012) . The pioneer of the TAM, Davis (1989) , defines perceived ease of use as the degree to which an individual believes that using a particular system will be free from mental effort. In effect, perceived ease of use in this context is customers' assessment that e-banking services are easy to use and require little effort. Perceived usefulness is the degree to which an individual believes that using a particular system will enhance his or her job performance; as such, perceived usefulness is the user's subjective probability that using a specific technology will increase his or her job performance (Davis 1989) . The body of literature (Agwu 2015; Maduku 2013; Nel et al. 2012) indicates that these two salient beliefs are key determinants of technology adoption. These salient beliefs are operationalised to predict the attitude towards e-banking continued usage intentions. As such, the following hypotheses are posited:
H4: Perceived ease of use has a positive and statistically significant effect on e-banking attitude.
H5:
Perceived usefulness has a positive and statistically significant effect on e-banking attitude.
Attitude towards e-banking and continued usage intentions
An attitude is a person's enduring favourable or unfavourable evaluations, emotional feelings and action tendencies towards a certain behaviour (Roberts-Lombard & Parumasur 2017). The attitude-intention relationship is a phenomenon that is grounded in the behavioural component in the study of structural composition of customer attitudes. According to Schiffman, Kanuk and Wisenblit (2010) , the behavioural component is concerned with the customer's intentions to take a specific action or behave in a certain way regarding an attitude object, which in this case is e-banking continued usage intentions. As a result, there is consensus among scholars on the attitude-intention relationship, and there is a significant body of empirical support for it (Mpinganjira et al. 2013; Pavlou & Fygenson 2006; Roberts-Lombard & Parumasur 2017) , especially in the e-banking literature (Maduku & Mpinganjira 2012; Nel et al. 2012; Sahoo & Pillai 2017) .
As consumer behavioural intentions are of great concern to http://www.sajim.co.za Open Access marketers, because they help in predicting how customers will act towards a company's products and services in future (Mpinganjira et al. 2013 ), the belief is held that customers' attitude is a strong predictor of e-banking continued usage intentions. The following hypothesis is thus proposed:
Customers' e-banking attitude is positively related with continued usage intentions.
Research methodology Philosophical standpoint
This study adopted the ontological assumption that there is a reality that can be apprehended and that relations behind social reality can therefore be determined. In effect, the belief is held that meaningful indicators of what is actually happening regarding e-banking continued usage intentions among rural banking customers can be brought into being. Our epistemological stance is that knowledge should be gathered through verification of facts and that relationships and fundamental laws should govern the development of new knowledge (Tien 2009 ). Thus, the study was underpinned by a positivist research philosophy.
Research design, data-gathering and data-analysis techniques
A descriptive research design was adopted to describe the quantitative data, and, as such, a self-administered structured questionnaire was used as the data-collection instrument. The data-collection instrument (the questionnaire) contained two sections. The first section solicited the demographic profile of the respondents, and the second section contained five-point Likert-scale items. In the second section of the questionnaire, respondents were required to indicate their level of agreement or disagreement with certain statements, using the options '1' ('strongly agree'), '2' ('agree'), '3' ('neutral'), '4' ('disagree') or '5' ('strongly disagree'). Data were collected by means of self-administered questionnaires, which yielded 139 valid responses. During data analysis, reliability and convergent validity were assessed, and regression analysis was utilised to conduct the prediction analysis and for hypothesis testing.
Results and discussion

Reliability and validity of the data-collection instrument
Reliability, or internal consistency, of the research instrument was assessed by means of Cronbach's alpha correlation coefficients. Field (2013) suggests that the Cronbach's alpha index indicates the extent to which all items in the measuring instrument are measuring the same characteristic and that the set of variables is consistent within what it is intended to measure. Despite the debates around what is an acceptable threshold to ensure satisfactory reliability, in marketing research, values between 0.70 and 0.80 normally indicate good reliability (Iacobucci & Churchill 2010; Malhotra 2010) . Accordingly, the reliability analysis was conducted on seven scales, where their items were used to measure the internal consistency of each construct. The results are presented in Table 1 . Table 1 summarises the reliability of the data-collection instrument. The results demonstrate that all constructs are internally consistent in their measurement, as all the reported Cronbach's alpha values were above 0.7, which is an indication of good reliability. After the internal consistency of the data-collection instrument was assessed, the scales were subsequently submitted to exploratory factor analysis, to assess the validity of the instrument. Principal component analysis with a varimax rotation showed that there are six factors with eigenvalues above 1. The Kaiser-Meyer-Olkin measure of sampling adequacy (KMO = 0.902) indicated that the sample fits the factor analysis. The validity results show that the items loaded well into the scales, with the exception of relationship commitment 1 (RC1), perceived ease of use 1 (PEU1) and perceived ease of use 2 (PEU2). All other items reported factor loadings above 0.5, which are regarded as satisfactory factor loadings (Field 2013) . This is confirmed by high corrected item-total correlation values, which are all above the acceptable threshold of 0.5. As such, these two indicators account for satisfactory convergent validity of the scales.
However, the factor analysis extracted six factors instead of seven, because the constructs attitude and perceived usefulness were found in the same factor, suggesting that the model might have a problem of multicollinearity of the scales. For this reason, before proceeding with the hypothesis testing through multiple linear regression analysis, the assumption of multicollinearity needs to be tested. Multicollinearity is the extent to which a variable can be explained by the other variables in the analysis. In effect, as multicollinearity increases, it complicates the interpretation of the variate because it is more difficult to ascertain the effect of any single variable, owing to their interrelationships (Hair et al. 2014) . A multicollinearity test was conducted to assess if there is a similar correlation between independent variables. Multicollinearity can be assessed by examining the tolerance and the variance inflation factor (VIF). The value of the tolerance should be above 0.1, and the value of the VIF is expected to be below 10. The multicollinearity test results are presented in Table 2 . Table 2 represents the multicollinearity of the six independent variables, namely relationship commitment, relationship trust, perceived cost value, perceived ease of use, perceived 
Descriptive statistics and correlation results
The descriptive statistics on the demographic characteristics of the respondents indicate that most of the people who participated in the study were women (61.0%), followed by men (39.0%), and that most of the respondents were degree holders (33.1%). The age group that dominated the study was 26-35 years (57.4%). The majority of the respondents were Capitec Bank account holders (45.6%). The results further show that e-banking is mostly used to check account balances (72.8%), buy prepaid airtime (72.8%) and transfer cash (70.6%). It is evident from the descriptive statistics that most of the respondents tended to strongly agree with the scale items for e-banking perceived usefulness (mean = 1.93; SD = 0.87) and to agree with the items for relationship commitment (mean = 2.27; SD = 0.83) and relationship trust (mean = 2.22; SD = 0.98). Likewise, the respondents tended to agree with the scale items for perceived price value (mean = 2.06; SD = 098) and attitude (mean = 2.08; SD = 0.88). The respondents also tended to agree that they will continue using e-banking (mean = 2.06; SD = 0.92). The scale items for all the constructs were positively worded. Before running the regression analysis to test the hypotheses, a correlation test was conducted to ascertain the relationships between the constructs. The results are presented in Table 3 .
A correlation coefficient indicates the strength of the relationship between two metric variables (Hair et al. 2014) . A correlation coefficient of less than 0.1 (or > -0.1) is considered unsubstantial or negligible, one between 0.1 and 0.3 (or between -0.3 and -0.1) is considered small or weak, one between 0.3 and 0.5 (or between -0.5 and -0.3) indicates a moderate effect and one of 0.5 or larger (or ≤ -0.5) is considered to be strong (Lester 2007) . According to Table 3 , the correlations between the constructs were all positive and statistically significant at the 0.01 level. This, in effect, means that there is a 99% chance that these correlations do exist.
Regression analysis and hypothesis testing
Regression analysis is regarded as a statistical technique that predicts the values of one variable using the value of one or more other variables (Black 2011:583) . As this study aimed to predict the attitude towards electronic banking continued usage intentions among rural banking customers, regression analysis was used to realise the aim of the research. In effect, the study sought to ascertain the extent to which the predictor variables (relationship commitment, relationship trust, perceived price value, perceived ease of use and perceived usefulness) could help to predict and explain customers' attitude towards continued usage intentions in a rural context. Nach (2009) suggests that regression analysis is an appropriate method of analysis when the goal of the research is to assess the extent of a relationship between a set of dichotomous or interval or ratio predictor variables on an interval or ratio criterion variable. It is for this reason that multiple regression analysis and linear regression analysis were utilised for hypothesis testing. The results of the two kinds of regression analysis are presented in Tables 4 and 5 .
The results in Table 4 reveal that the regression model predicting e-banking attitude is statistically significant (F = 45.164; R 2 = 0.621; p < 0.001). The results indicate that the five predictors (relationship commitment, relationship trust, perceived price value, perceived ease of use and perceived usefulness) collectively predict and explain up to 62.1% of the variance on attitude. However, only perceived ease of use (β = 0.323; p < 0.001; t = 4.038) and perceived usefulness (β = 0.414; p < 0.001; t = 0.414) were found to have a significant effect on e-banking attitude. This means that the effect of relationship commitment, price value and relationship trust on attitude was found not to be statistically significant (p > 0.05). This suggests that e-banking attitude is largely driven by perceived ease of use and perceived usefulness of e-banking. The results confirm previous empirical work conducted in South Africa regarding the phenomenon of e-banking, namely that the essential reason customers use e-banking is its perceived usefulness and its perceived ease of use (Maduku 2013; Nel et al. 2012) . Although these two customer beliefs are both statistically significant, the effect of perceived usefulness was found to be stronger than the effect of perceived ease of use. Therefore, banks need to maximise their efforts at improving customers' ease of use perceptions of e-banking.
In order to measure customers' e-banking continued usage intentions, as theorised in hypothesis 6, a linear regression analysis was conducted to evaluate the relationship between e-banking attitude and continued usage intentions after all the other variables were tested. The results show that the regression model predicting continued usage intentions is statistically significant (F = 150.275; R 2 = 0.525; p < 0.001). Particularly, the results demonstrate that attitude predicts and explains up to 52.5% of the variance on continued usage intentions and that customers' attitude strongly predicts continued usage intentions (β = 0.727; p < 0.001; t = 12.259). Hypothesis 6 is therefore accepted. This confirms and is consistent with the attitudeintention relationship literature that customer attitudes towards products and services are strong predictors of future behaviour.
Theoretical and managerial implications
The results presented in this study offer theoretical contributions to the existing body of literature on usage of e-banking services. As a response to Bagozzi's (2007) call for alternative theoretical mechanisms in order to foster progress in the mature stream of IS, the integration of relationship commitment, relationship trust and price value provides fresh impetus in the intention-based theoretical domain. The integrated model, which incorporated additional marketing components, namely perceived price value, relationship trust and relationship commitment, in the TAM to study e-banking continued usage intentions, adds an empirical contribution in literature. The integrated model demonstrated high explanatory power, as attitude towards e-banking is explained by up to 62% of the variance, and continued usage intentions is explained by up to 52% of the variance. Furthermore, the findings augment and support existing empirical work in the technology adoption and usage literature (Brown & Molla 2004; Maduku & Mpinganjira 2012; Matikiti, Mpinganjira & Roberts-Lombard 2018; Nel & Boshoff 2014; Redlinghuis & Rensleigh 2010; Shen 2015) , namely that attitudes strongly influence the intention to continue using a particular technology. Hence, if customers have a positive attitude towards using e-banking, they will want to continue using it. Particularly, the results found that customer's perceptions related to ease of use and usefulness of e-banking have a significant effect on e-banking attitude. These results have managerial implications for retail banks, in the sense that they have a responsibility to provide all the necessary or valuable information and continuous customer education, to improve users' perceptions on how to use e-banking and its usefulness. This will, in turn, positively shape customers' attitudes towards using e-banking and towards continuing to use the services.
Conclusion and recommendations
The results revealed in this study suggest that the salient beliefs of technology acceptance (perceived ease of use and perceived usefulness) are influential in determining attitudes towards e-banking continued usage intentions. Despite the fact that the prediction analysis did not find relationship commitment and relationship trust to be statistically significant in influencing customers' attitude, it is argued that retail banks should strive to foster relationship commitment and relationship trust with their customers. Retail banks should also invest more effort in reducing negative perceptions around the price value of e-banking. These recommendations are based on the results from the descriptive statistics, where it became clear that most respondents tended to agree with the scale items that measured relationship commitment, relationship trust and perceived price value. These recommendations are also based on the empirical support from the correlation matrix, which revealed that the research constructs were all positive and statistically significant at the 0.01 level, which means that there is a 99% chance that these correlations do exist. Hence, there is a need for retail banks to not only focus on augmenting the two customer beliefs (perceived ease of use and perceived usefulness) but 
